














































































psychological	 attributes	 (intangible)	 that	 allows	 to	 have	 a	 complete	 analysis	 of	 the	
perceived	image	of	Portugal.	
The	results	showed	that	the	Swedish	tourists	look	for	in	a	destination	to	have	a	good	










































































































economies.	 Sweden	 represented	1.0%	of	 the	 total	 tourism	 revenues	 in	 2013	 (AICEP,	










would	 be	 beneficial	 for	 both	 the	 Portuguese	 tourism	 and	 economy.	 Sweden	 is	 also	
integrated	in	the	Scandinavian	region,	so	understand	and	attract	the	Swedish	market	
can	also	bring	other	benefits.	One	of	them	would	be	the	easy	access	to	other	markets	
(Danish	 and	 Norwegian	 markets)	 to	 attract	 more	 tourists	 and	 consequently	 more	
revenues.	
Sweden	is	a	cold-weather	country	and	do	not	have	much	sun	during	the	winter,	hence	
the	 reason	 why	 Swedish	 people	 enjoy	 spending	 their	 vacations	 in	 warmer	 places,	
choosing	primordially	the	south	of	Europe.			
Portugal	is	rich	in	natural	resources	and	can	offer	a	variety	of	services	for	all	interests,	
for	 instance	sun	and	beach,	 religious	and	cultural,	 city	breaks,	business,	golf,	nature,	




For	 this	 reason,	 this	 study	arises	 from	the	 importance	of	 tourism	 for	 the	Portuguese	











To	 answer	 these	 research	 questions,	 this	 paper	 has	 the	 purpose	 of	 having	 a	 better	










based	 on	 the	 second	 chapter;	 the	 fourth	 chapter	 presents	 the	 methodology	 used,	
including	 the	 questionnaire	 and	 the	 sample	 selection;	 the	 fifth	 chapter	 presents	 the	
results	achieved	from	the	questionnaire;	the	sixth	chapter	presents	the	communication	
















According	 to	 The	 United	 Nations	 World	 Tourism	 Organization	 (UNWTO),	 tourism	 is	
defined	as	“activities	of	people	 travelling	 to	and	staying	 in	places	outside	 their	usual	
environment	 for	not	more	 than	one	consecutive	year	 for	 leisure,	business	and	other	
purposes”.		Tourism	is	an	intangible	product	and	it	includes	a	variety	of	services	such	as	
transportation	services,	accommodation	and	entertainment.	Smith	(1994)	developed	a	
model	 with	 the	 purpose	 to	 assure	 the	 satisfaction	 of	 the	 tourists	 and	 to	 keep	 the	
industry	profitable	in	the	long-term.	The	author	defined	five	elements	that	constituted	
the	tourism	as	a	product:	physical	plant,	freedom	of	choice,	service,	involvement	and	
hospitality.	 The	 first	 one,	 physical	 plant	 refers	 to	 the	 physical	 environment	 such	 as	
weather,	natural	resources	and	so	on.	Services	take	into	account	the	tasks	needed	to	
have	 a	 good	 performance	 to	 meet	 the	 tourist´s	 needs.	 Hospitality	 evaluates	 how	
welcoming	the	tourists	feel	in	a	foreign	place.	Freedom	of	choice	bring	up	the	need	to	







The	 tourism	 destination	 image	 is	 a	 key	 factor	 when	 a	 tourist	 chooses	 the	 travel	
destination.	 The	 concept	 of	 destination	 image,	 over	 the	 years,	 has	 been	 defined	 by	




that	people	associate	 to	 the	destination.	Valls	 (1992)	define	 image	 from	a	consumer	
point	of	view.	According	to	the	author,	the	brand	image	of	a	country	is	defined	as	a	“set	
of	 consumer’s	 perceptions”	 (cit.	 in	 Lopes,	 2011,	 p.307).	 Bigné,	 Sánchez	 and	 Sánchez	










considerable	 impact	 on	 the	 emotional	 component.	 The	 socio	 demographic	







Destination	personality	 is	a	new	 investigated	topic.	According	to	Aaker	 (1997),	brand	
personality	 is	 a	 “set	 of	 human	 characteristics	 associated	 to	 a	 brand”	 (cit.	 in	Hosany,	
Ekinci	&	Uysal,	2006,	p.639)	in	the	context	of	consumer	behaviour	literature.	The	author,	
also,	 constructed	 a	 scaling	procedure	named	The	Brand	Personality	 Scale	 (BPS).	 This	
scaling	 consist	 in	 five	 generic	 dimensions:	 sincerity,	 excitement,	 competence,	
sophistication	and	ruggedness.	Although,	the	application	of	this	procedure	to	places	and	
tourism	destinations	has	been	scarce	(Hosany,	et	al.,	2006).	Hosany	et	al.	(2006,	p.639)	








brand	 image.	 Through	 an	 empirical	 study,	 they	 conclude	 that	 there	 is	 actually	 a	
relationship	 between	 the	 two	 concepts.	 Firstly,	 the	 destination	 image	 scales	 were	
significantly	 related	 to	 three	destination	personality	 scales	 (sincerity,	excitement	and	
hospitality).		Secondly,	brand	image	seems	to	be	an	encompassing	concept	and	brand	
















Several	 authors	present	models	of	how	 the	 tourist	destination	 image	 is	 formed.	The	
image	of	any	destination	can	be	formed	by	everyone,	even	if	you	have	never	been	there.	
Therefore,	the	image	is	based	on	historical,	political,	economic	and	social	information	
(Lopes,	 2011).	 The	 country	 also	 influences	 the	 construction	 of	 the	 image	 of	 the	
destination	by	tourists,	according	to	Bonn,	Joseph	and	Dai	(2005).	Baloglu	and	McCleary	
(1999)	 identified	 two	 factors	 that	 affect	 the	 path	 of	 the	 image	 formation	 process,	
namely,	perceptual/cognitive	and	affective	assessment.	 The	authors	 characterize	 the	
determinants	of	destination	as	the	sum	of	information	collected	by	an	individual	about	
a	destination,	by	means	of	information	sources	and	previous	experiences.	One	of	the	




















Martin	 (2004)	 consider	 that	 the	 motivation,	 experience	 and	 socio-demographic	



























image	 that	 was	 created	 without	 any	 intentional	 transmission	 information	 by	
representatives	 of	 the	 tourism	 destination,	 which	 can	 be	 carried	 by	 newspapers,	
television,	 radio,	 books,	magazines,	 stories	 of	 friend´s	 experience	 or	 people	 living	 in	
tourism	destination.	The	 induced	 image	 is	the	 image	created	through	promotion	and	
communication	of	representative	of	the	tourism	destination	such	as	travel	brochures,	
publicity	and	advertisements	(Lopes,	2011).	
Gunn	 (1972)	developed	a	seven-stage	 theory	 that	 involves	 the	 frequent	building	and	
modification	 of	 the	 images	 which	 are	 conceived	 as	 organic,	 induced	 and	 modified	
induced	 images.	Organic	 information,	 as	mentioned	previously,	 includes	 all	 the	non-
promotional	 information	 about	 the	 destination,	 which	 means	 the	 information	 is	
impartial	 and	 do	 not	 have	 the	 intention	 to	 sell.	 Induced,	 or	 promoted,	 information	






























with	 the	 destination	 image	 conceptualization	 trend	 as	 a	 tangible	 attribute	 that	
dominated	 for	 several	 years.	A	new	model	was	developed	by	 them.	The	new	model	
combines	the	tangible	and	intangible	attributes	of	a	destination,	referred	to	as	three-
dimensional	model	of	the	tourist	destination	image	components.	The	model	represents	
the	 target	 image	using	 three	different	 axes	 to	 split	 the	 image	 into	 two	components,	
attributes	 and	 holistic	 imaginary.	 The	 component	 of	 the	 attributes	 is	 the	 tangible	
associations	of	destination	that	are	clearly	identifiable	and	measurable,	resulting	from	




Echtner	 and	 Ritchie	 in	 four	 dimensions:	 common	 functional	 attributes,	 common	





of	 the	 destination	 that	 distinguishes	 them	 from	 the	 others.	 The	 unique	 functional	





concerts,	 bridges,	 among	 others.	 The	 unique	 psychological	 attributes	 consist	 of	 the	
feelings	associated	with	historical	places	or	related	to	religion.	This	model	comprehend	














interpret	 the	 target	 and	describe	aspects	 that	 are	more	 representative	of	 the	 target	
image.	 This	 type	 of	 methodology	 is	 usually	 applied	 through	 focus	 groups,	
questionnaires,	open	responses	or	content	analysis	 (Jenkins,	1999;	Gallarza,	Saura,	&	
García,	 2002).	 The	 structured	 and	 non-structured	methodologies	 assess	 distinct	 and	
















and	 Ritchie´s	 three-dimensional	 model	 marked	 the	 turning	 point	 in	 the	 image	
measurement.	This	model	integrate	the	two	methodologies	in	the	evaluation	process.	
The	 authors	 proposed	 a	 study	 using	 open-ended	 questions	 in	 order	 to	 study	 all	 the	








through	 the	 association	 of	 pictures	 with	 certain	 types	 of	 experiences.	 Hecker	 and	
Stewart	(1983)	say	that	the	nonverbal	content	(symbols,	social	and	physical	cues)	gives	
more	 variability	 to	 the	 advertisements.	 The	 effectiveness	 of	 image	 advertising	 is	
determined	 by	 source	 credibility,	 expertise	 and	 trustworthiness.	MacInnis	 and	 Price	
(1987)	 say	 that	 the	 tourist	 destination	 decisions	 might	 be	 based	 on	 “destination	
symbolic	elements	as	conveyed	in	pictures	and	processed	as	imaginary	rather	than	their	










imaginary	 and	 how	 it	 can	 affect	 the	 tourist	 experience	 and	 subsequently	 their	
satisfaction	(Mackay	&	Fesenmaier,	1997).		
Kaplan,	Kaplan	and	Brown	(1989)	says	that	the	scenery	photographs	have	been	used	to	
judge	 preference	 based	 on	 colours,	 land	 form,	 texture	 and	 sense	 of	 openness.	 The	
authors	 classified	 these	elements	 in	 four	 variables	domains:	 physical	 attributes,	 land	
cover	 types,	 informational	variables	and	perceptual	variables.	The	physical	attributes	
are	related	to	sky,	water,	vegetation	and	so	on.	The	land	cover	types	include	agriculture,	
forests	 and	 cut	 grassland,	 which	 means	 broad	 patterns	 of	 physical	 attributes.	
Informational	variables	refer	to	as	cognitive,	psychological	and	feeling	elements.	These	
variables	 are	 dependent	 of	 the	 photograph	 and	 its	 captor	 and	 contain	 coherence,	
complexity,	legibility	and	mystery	(Mackay	&	Fesenmaier,	1997).	


























has	 five	 components:	 analysis	 of	 destination	 drivers,	 formulation	 of	 destination	
communication	 objectives,	 strategy	 formulation,	 selection	 of	 promotional	 tools	 and	





Visitors	 (welcome,	 involve	 and	 satisfy	 visitors),	 Industry	 (achieve	 a	 profitable	 and	
prosperous	 industry),	 Communities	 (engage	 and	 benefit	 host	 communities),	
Environment	 (protect	 and	 enhance	 the	 locals).	 Strategy	 formulation	 consists	 on	
designing	and	develop	a	unique	association	of	 the	destination	 that	consequently	will	
guide	what	 is	needed	 to	 say	about	 the	destination	 to	achieve	 the	objectives	defined	
previously.	The	five	traditional	promotional	tools	are	advertising,	public	relations,	sales	



















impact	 on	 the	message	 content	 on	 the	 destination	 objectives	 and	 consequently	 the	
effectiveness	of	the	promotional	mix	(Esu,	2010).	

























































Sources	 of	 information:	 opinion	 of	 family	 and	 friends,	 testimonies,	

























































conceptual	 model	 to	 be	 followed	 is	 the	 Baloglu	 and	 MacCleary´s	 model	 of	 the	










tourism	 destination.	 Firstly,	 it	 will	 be	 analysed	 the	 variety	 and	 types	 of	 source	 of	























































tourist’s	 minds.	 The	 last	 phase	 would	 be	 the	 evaluation	 of	 the	 effectiveness	 of	
destination	promotion.		

















of	 structured	 and	 unstructured	 analysis.	 The	 combination	 of	 these	 two	 procedures	
allows	to	collect	information	about	the	criteria’s	used	to	choose	a	tourism	destination	
and	what	is	the	perceived	image	of	Portugal	according	to	the	Swedish	tourists.	So,	the	
method	 to	 collect	 data	 was	 through	 surveys	 which	 means,	 a	 mono-method	 cross-
sectional	research.	










The	 questionnaire	 (attachment	 1)	 is	 divided	 into	 4	 sections.	 The	 first	 section	 (TDI	
Formation)	includes	five	questions	with	nominal	scale	and	one	with	thirteen	push	and	
pull	 items	about	the	criteria	used	by	Swedish	tourists	to	select	a	tourism	destination,	
displayed	 as	 5-point	 Likert	 scale.	 The	 second	 section	 (Global	 Image)	 includes	 two	
questions	 with	 multiple	 choice	 (nominal	 scale),	 three	 open-ended	 questions	 and	
eighteen	attributes	associated	with	Portugal,	also	measured	with	5-point	Likert	scale.	



























Firstly,	 the	most	used	platform	 to	 collect	 information	about	a	destination	 is	 through	
family	and	friends´	recommendations,	the	Internet,	Books/City	Guides	and	People	living	
in	that	same	destination	(attachment	6).		
The	 second	 objective	 was	 to	 find	 out	 what	 attracts	 Swedish	 tourists	 to	 a	 certain	















40.4%	 of	 the	 sample	 have	 already	 visited	 the	 country	 for	 vacation	 and/or	 for	 work	
purposes	 only.	 The	 respondents	 that	 had	never	 been	 in	 Portugal	were	 asked	 if	 they	
would	 consider	 visiting	 and	 38.3%	 answered	 “Yes”,	 while	 6.4%	 answered	 “No”	
(attachment	9	and	10).	For	those	who	are/were	not	considering	Portugal	as	a	possible	
destination,	 didn’t	 know	why	 they	wouldn’t	 (“I	 don’t	 know.”)	 or	 had	 never	 thought	
about	it	(“Never	thought	about	it.”)	
So	as	to	identify	the	holistic	elements	of	Portugal,	it	was	started	by	aggregating	all	the	
answers	 in	 groups	 with	 similar	 characteristics	 to	 have	 a	 more	 specific	 and	 narrow	
interpretation.	In	the	attachment	11	is	presented	the	most	mentioned	characteristics	of	
Portugal.	The	sunny	and	warm	weather	is	the	most	mentioned	characteristic	(26.47%)	
followed	by	 food	and	wine	 (18.24%),	 ocean	and	beach	 (14.12%)	 and	 friendly	people	
(12.35%).	
The	question	 related	 to	 the	 tourist	 attractions,	 attachment	12,	 revealed	 that	 Lisbon,	















and	actions	 to	 attract	more	 Swedish	 tourists.	 For	 this	 reason,	 the	 respondents	were	
segmented	in	different	groups	with	similar	characteristics	and	compared	between	them,	
by	using	a	cluster	analysis.	




do.	 The	 second	 cluster	 prefer	 to	 travel	 to	 destinations	 taking	 into	 consideration	 the	
weather	(4.50),	the	opportunity	to	rest	and	relax	(4.17),	reputation	(4.00)	and	to	 live	
exciting	 experiences	 (4.00).	 In	 terms	of	 the	 attributes	 in	 an	 advertisement,	 cluster	 2	
identified	 the	 landscapes	 (4.50),	 what	 they	 can	 do	 on	 the	 destination	 (4.50)	 and	
information	 (4.17).	 The	 third	 cluster	 appreciates	 rest	 and	 relax	 (4.29),	 gastronomy	
(4.29),	the	traditions	and	ways	of	life	(4.24),	historical	and	cultural	heritage	(4.22),	seek	
entertainment	 (4.17),	 scenery	 (4.16),	 local	 people	 (4.10)	 and	 weather	 (4.03)	 when	
considering	 a	 tourism	 destination.	 In	 terms	 of	 advertisement,	 it	 should	 include	
information	(4.12)	and	landscapes	(3.98).	
The	 clusters	 were	 also	 compared	 with	 the	 demographic	 variables	 and	 information	
source	variables.	Cluster	1	is	characterized	for	having	6	married	male	individuals	with	




















segmentation	 was	 made	 based	 on	 the	 preference	 of	 individuals	 (psychographic	
segmentation).	 As	 said	 previously,	 there	 are	 three	 segments	 with	 different	
characteristics	and	preferences.		
The	first	segment	is	constituted	by	6	male	individuals	giving	negative	scores	to	what	they	













a	 variety	 of	 activities	 and	 enjoy	 different	 experiences.	 Consequently,	 positioning	
















their	 experiences.	 The	 main	 channels	 where	 this	 is	 possible	 is	 through	 online	













more	 influence	on	consumers	opinions	and	preferences,	 so	be	active	on	 travel	blogs	










































Communication	on	internet	 	 	 	 	 	 	 	 	 	 	 	 	
• Advertisement	Design	 	 	 	 	 	 	 	 	 	 	 	 	
• Online	Newspapers	and	Travel	websites	
and	magazines	
	 	 	 	 	 	 	 	 	 	 	 	
• Boost	the	Instagram	Account	 	 	 	 	 	 	 	 	 	 	 	 	
• Update	Social	network	 	 	 	 	 	 	 	 	 	 	 	 	





















































on	 family	 and	 friends´	 recommendations	 and	 on	 the	 internet.	 Family	 and	 friends´	
recommendations	 can	give	more	 security	while	 travelling	 for	 the	 first	 time	 to	a	new	
destination.	In	addition,	the	internet	gives	a	lot	of	information	about	the	place	and	gives	
an	overview	of	what	to	expect	from	that	destination.	The	most	important	attributes	for	
Swedish	 tourists	 are	 the	 places	 that	 are	 rich	 in	 historical	 and	 cultural	 heritage,	with	
traditions	and	experience	different	ways	of	life.	To	have	a	good	time	and	experience	nice	
weather	on	a	vacation	 is	also	primordial.	All	 this	attributes	play	a	crucial	 role	on	 the	
decision	making	process	in	order	to	create	a	satisfactory	experience	abroad.	
In	terms	of	the	image	of	Portugal,	it	is	perceived	as	a	sunny	and	warm	place,	with	tasty	






colorful	 houses	 in	 narrow	 streets	 and	 friendly	 local	 people	 are	 also	 appreciated	 by	
Swedish	 tourists.	 The	 most	 known	 attractions	 are	 the	 capital	 and	 its	 monuments,	
surrounding	 cities	 such	as	Cascais	 and	 Sintra,	 and	 the	beach.	 In	 contrast,	 the	 lowest	
attributes	of	Portugal	are:	public	transports	are	not	efficient;	night	life	and	commerce	
are	not	known,	according	to	the	evaluation	made	by	Swedish	tourists.	These	relevant	
attributes	 were	 possible	 to	 capture	 by	 using	 the	 unstructured	 analysis	 (open-ended	











friends´	 recommendations	 and	 the	 internet	 as	 main	 information	 sources.	 The	
landscapes,	information	and	the	activities	are	the	attributes	that	are	most	pleased	by	
Swedish	 tourists	 in	 advertisements.	 Taking	 all	 this	 aspects	 into	 consideration,	 it	was	
suggested	 (1)	 to	design	an	advertisement	 to	be	published	on	online	newspapers	and	



















































































































































































entertainment	 	 	 	 	 	
To	live	exciting	experiences	 	 	 	 	 	
To	take	a	rest/relax	 	 	 	 	 	
To	learn	about	traditions	
and	ways	of	life	 	 	 	 	 	
To	interact	with	the	local	
people	 	 	 	 	 	
Because	of	the	weather	 	 	 	 	 	
Because	of	the	scenery	 	 	 	 	 	
Because	of	the	local	
gastronomy	 	 	 	 	 	
Because	of	its	historical	
and	cultural	heritage	 	 	 	 	 	
Because	of	the	low	price	 	 	 	 	 	
Because	of	its	reputation	 	 	 	 	 	
Because	of	its	hospitality	 	 	 	 	 	





















Good	prices	 	 	 	 	 	 	
Nice	Weather	 	 	 	 	 	 	
Variety	of	tourists	
attractions	




	 	 	 	 	 	
Beautiful	
landscapes	
	 	 	 	 	 	
Efficient	public	
transportation	
	 	 	 	 	 	




	 	 	 	 	 	
Attractive	
architecture		
	 	 	 	 	 	




	 	 	 	 	 	
Attractive	
commerce	
	 	 	 	 	 	
Good	tourism	
information	sites	
	 	 	 	 	 	
Safe	environment	 	 	 	 	 	 	
Welcoming	local	
people	
	 	 	 	 	 	
Interesting	
culture	
	 	 	 	 	 	
Good	local	
gastronomy		
	 	 	 	 	 	
Calm	and	relax	
environment	

















to	see	colour	 	 	 	 	 	
to	see	landscapes	 	 	 	 	 	
to	find	information	about	
it	 	 	 	 	 	
when	it	has	famous	
people	in	it	 	 	 	 	 	
to	see	monuments	 	 	 	 	 	
to	see	local	people	 	 	 	 	 	
to	see	the	lifestyle	 	 	 	 	 	
to	see	what	I	can	do	in	






















Female	 63 44,7% 
Male	 54 38,3% 
Age	
18-24	 21 14,9% 
25-34	 30 21,3% 
35-44	 24 17,0% 
45-54	 27 19,1% 
55-64	 12 8,5% 
65+	 9 6,4% 
Education	
Less	than	secondary	 6 4,3% 
Secondary	 42 29,8% 
University	Graduation	 51 36,2% 
Post	Graduation	(Master,	
PhD)	 24 17,0% 
Marital	
Status	
Married	 48 34,0% 
Single	 51 36,2% 






































































































Valid	 No	 60	 42,6	
Yes	 57	 40,4	
Total	 117	 83,0	
Missing	 	 24	 17,0	
Total	 141	 100,0	
Did	you	ever	consider	visiting	Portugal?	 Frequency	 Percent	
Valid	 No	 9	 6,4	
Yes	 54	 38,3	
Total	 63	 44,7	


















































































































































Demographic	Characteristics	 Cluster	1	 Cluster	2	 Cluster	3	
Gender	
Female	 0 15 35 
Male	 6 3 20 
Age	
18-24	 6 6 3 
25-34	 0 6 8 
35-44	 0 3 12 
45-54	 0 0 23 
55-64	 0 3 9 
65+	 0 0 3 
Education	
Less	than	secondary	 0 0 3 
Secondary	 6 3 15 
University	Graduation	 0 9 23 
Post	Graduation	(Master,	PhD)	 0 6 17 
Marital	
Status	
Married	 6 6 27 
Single	 0 6 25 




Information	Sources	 Cluster	1	 Cluster	2	 Cluster	3	
Previous	Visits	 3	 3	 20	
Television	Programs	 0	 2	 6	
Radio	 3	 0	 0	
Family	and	Friends	recommendation	 6	 18	 26	
People	living	in	the	tourism	destination	 0	 6	 17	
Advertisment	 0	 3	 6	
Books/City	Guides	 0	 5	 28	
News/Press	 0	 9	 8	
Tourism	agencies	 0	 0	 18	
Movies/Music	 0	 2	 2	
Internet	 0	 14	 27	
Social	network	 0	 2	 3	
Other	 0	 0	 0	
	
